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Global Ads Performance Review
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Global Product Forecast
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EOQ %

To be updated by Sales Finance on Nov 30 (lempiats)

$ vs. Target

Search

CT Google. com
Mobie Google.com
AFS

Display

Network Display
non-Googie Daplay
040 Display

Video
040 Video
Network Video

non-Google Video

Total Quota-Bearing Ads

Total YouTube
Total Programmatic
Total App Promo

*Total You Tube includes DBM Video on YouTube
*App Promo forecas! sowrced from Saies Fnance

Confidential and Proprietary
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Region-Channel Performance o beussd bysdes finaace on Nov 30 gemgiate

Regionva. Channel %N Taget SwvaToget ww QTD YoY % Target § va Targot ww QTD YoY %Tapet SwaTaget ww Q7D YoY
Amencas
EMEA
APAC

TOTAL

Notes Only Cagtures Quots Deanng revenmes Mamed green i % Tarpet above 107% and red & beiow 38% Al metncs (except GTD yoy) are Dased on (h'_nhqlc 5
curren! guanes's Eol) revenue outiook 2
Confidential and lem
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Sell side Performance Review
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Sell Side Performance Review

| . ) i T .

March §- June2 | e v | ] mer | B | Rev |Revvov| | Rev :Lm": :‘:u: -
LPS-Americas| 428 128 u| s120] e1%| an|  sea] 2es| iu| se2r| 2as] i saza| %[ o] sress|  ew
OPG-Americas| 8659 7% s23s| 26%| u| s37| 3sn| cen| sea| 12x| au]| s24] 17s| n]| sess| ]| -

Americas| S1,088| 9% =L s364| 36x| | sto1] 3ox| i [snss2| 1sn| | ss7| -ex| ii[szere| tes| -
LPS-EMEA| 8267 18% S48| 103% LA $34 37%| 5 8349 27% ' $165| -14% 4 8514 10%
opG-emea| se2s| 19%] aof] saoe]| asx| iu|| s2a]  3ww| aii| sroer| 28] vu| ss3| 20| u]sniva] 20w |

EMEA| S895| 19% 52%| o $58 4% (70| S14700 29%) 10| S218| -8%| .| S1628| 22% 16%
LPS-APAC| §96] 9% '4.| S$138] 26%| ¢ §7| S7%| 10| s241] 3% 4| 832 17%| 2| S273] 1% :
OPG-APAC| S374| 16%| | S660| 33%| . 83| a7s| oen| s3] 27w  on] swo| 23| ou]sipas] 2w

APAC| S470| 15%| | S798| 17% o s10 S4%| 1000 51,278) 16%| (%] S42| 18%| o |S1321| 178 6%

LPS| $791| 14%| 14v| s31s| 9%| iv| s108] 31%| 0| 81,211] 14%] | se31| -g%| 1ov|s1se2| s%| oo

oppli1,662| 13%] o] s1,304] 36% 75%[ 3 64| _36%| i4v| 83,000 298| 1) 1%:7 205 ov|s3ne| 228 v

T 13%| 107 [|S1,619] 30%| ‘o |3'l“ 33%| 47 S4241) 20% 0% 8 -5%| 157 ]84958 15% 10%

[(3]) web in transition from cT(0% (2] Apps still main growth driver (56% 3 | in stream video st small,  [[4] Search highly concentrated
Y/Y, 47% of rev) to moblle of growth), EMEA now fastest but growing. 41% of (top 5 partners drive ~65%
(+28% Y/Y, 3% of rev) growing region followed by AMS growth driven by PG, of revenue).

Total Video = $692M (56% Y/Y)and it has 3 components: 1) $34M in Web outstream. P%y/y. $2.8 CPM: 2) $490M in Apps outstream. 70% vyiy. $3.2 CPM:
3) $168M instream, 33%y/y. $8.9 CPM

Metrcs e AMron § 1o June I JOTP teme frame (PO 0aysl 370 OWTES COMOST S 10 Srevious pegr. SELL-SI0F 8 r9Q0Na VieWw - reDrenting INe regond whiers Nventory @ marmgeg
WETWOrR VIg$o NOUCM FETred™ vy (AQX vigwo § ARV OUTHree™ moaded under Wed (AQX Agweel 80G ASDE (AJK ADDL AJMOD| Delam o appenol o 7§ g 118 TUl rles T T NIl 8T, g
{ ?:'I'ﬁ
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Growth & Adoption Metrics
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Platform Penetration - Non Weighted Breadth Overview (*)

ety

Web breadth strong overall, however, OPG

slightly lower w/ 95% of leads; viable ceiling

est. at 90% w/ active mgmt of the leads In

Non Weighted Breadth of top 4 of the addressable market the pipeiine; Welghted avg penetration
VIDEO INSTREAM (Web) ~§1% (97% LPS, 86% OPG)

"Cain Access”

Apps business highly concentrated in OPG.
specifically in APAC; LPS exhibiting higher
rates given smaller base (7% or =800 app
devs); Weighted avg penetration ~33%

Metric greyedout given we only have data
to track g/q (vs y/y for web and video).

High breadth penetration of partners with
video instream content (which inCludes
MG&E partners, but aiso other types of
partners wivideo content); Weighted avg
penetration ~29% - highlighting
concentration of video content among few
publishers that do not work on our
platform

(=} Caveat Data not revw werted, VOO Ftred™ COverl el Oy - AR08 00 CTV 10 08 moLed it 158 et RO oiogy K

agriorm matricd e O7-201¢ trmaframe 00 iyl DeTE 8 yry (AECRDT BN0S WM E S8t B COMPUTET BT 3] fOF AdW Jven OFtE Oy SvEaane from ey D0 L"‘t‘ A% lgpmease peT L -

SR I 1

Date source el 300 M3 p ec Summary Of Te MeTooogy  TOr T DCATRION meiros Coe SELL-S0E A §redone View - FeDC et ing [N FagEonl were

Pyastory @ M AMIfiCE J$NITER P pC e . ERPONE D W ed viewl I boCact g B O DIETTOR™ SR IR a0
N = Ty

Sie—— art I ===rrey

Jhae meocaneg e w B ot « B momrmoe
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Growth & Adoption Metrics

A ndr ol Pl l 1'r - = ) I
Gaming “9"PG imps as % of 1otal reservations imps growing sliowly, yet

(Breadth) revenue from PG is up 14% last 90d, primerily driven by video
{(video bfm metric is ~-9%)

Difference Detween revenue growth and BFM metric attributad 10
i) tag reservation Impressions growing and i) video PG revs have
higher CPM vs, display: LPS BR growth driven by UOL whike LPS
APAC driven by True Caller Geal.

Adoption of EB continues to grow at rapid pace across web, app
and videc imps In Ad Manager

LPFS EMEA growin driven Dy United intermet In DACH / Bertiesman
& Fimalac in FR: LPS AUNNZ and GRCNHN softness driven by partner
mix (pubs in EB representing now lower share of total)

» oy e LES .l 4 .
ApacLPs | 11% =] 8 a1 et 1) -
LrPs 4% - 7 a B T - —==SEng team questioning veracity of predicted viewability data;
4 vestigating to ensure accurate ad targeting / BFM metric on hoia |
Amencas OPG 1\ . oA a7 I . until resolution
LR A OG -0 al dirs P | T | p
APRC 0PG =, - 1L - L a3 AcCcess 10 gaming inventory growing well in markets with most of
oPG ” a8 o1 Sl e - the oppty (OPG APAC JP, CN, SEA, HK 3l growing 3-5 ppts)
(3 | 2 LPS oppty is small as most of the apps gaming business
]
Global XC = 4% - 11 6% ad | oy a4l concentrated in OPG
MSLTCE UB8 ABTN S 10 Are I trme rame (PO SHYW 890 OWIES COMPSTRd 10 PreviouT 80 TS SICeDT for 108 ANCrOn Py GRTUNg MBLTIC wnCh el oy | "*;"“ ac) Garupeye rLociale
Lig - Ligy I019 compared 1o 1% pror 1Tee Mot (Dec 2018 - Fe0 SO I -SOF 5 3 reQora View - rep/esentT) ITE rRQONE where rveriory @ . . 7
managed  Metrci defeton 0 iioe0: DAt iourcs Joouah [ Ditas v i ADPeNIE Dicsral 300 090 Ten) TR e W e GWG'*
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Deep Dive: PG
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Deep Dive Discussion: PG

Since last review (Aug 2018) PG growing but headwinds involved in jump-starting PG at scale
QO PG seliside growing at ~85% YQOY but pacing ~20% below target of EQY goal $897M
O Difficulties proving product value relative to price (buy & sell) as compared to tag-reservations

O Continued systemic challenges w/ agency business model limitations

Buy/Sell side:

® Whatis the level of commitment to working with agencies and publishers to re-make the
existing reservation market: what initiatives are planned to close the gap in each region and what
are the main blockers seeingin each region? Has the inclusion of PG in DVIP enabled a faster
adoption across media agencies?

PG Q2 SteerCo
Deals offsite
Review of PG Go to market plan

YTD Softness driven by lower spend of large auto advs (GM,
Renault) and food/beverage (Mondelez, Starbucks). Pubs
most affected Cox, Entrepreneur Media, Globe & Mail.
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Deep Dive Discussion: How do we get PG to $1B?

PG spend YTD vs Target
(buy side

217
— - 20%« GAP = DV360 Spend on AdManager

(buy/sel side)

= DV360 on 3P

(sell sida)

Caliouts Q210 was lapping an extramaly high growth quarter in Q218 @ Forecast is front end loaded, contributing to lag vs target
(associated to Brand Safety) @ EMEA and AMS softness due to drop in demand (automotive
@ Early PG adopters diversifying growth across Auth Buyers. campaigns, lower video & Googie mkt spend, fewer CPD deals) and
@ Largest histor growth contributor, FIAT, driving softness pubs reluctant to shift upfront video commitments (o PG due to cost
due to change in agency, from PG to Starcom ® APAC: On track.
Close the @ increased locus On agencies 1o accelerate growth ® Launch PG scorecard & update pub profiles for RFPs
gap plan ® Acquire new customers based off Campalgn Manager @ Fllot internal KnowledgeBase (YAQS) to increase sharing
OpPOTtunity @ Ensure 100% PG adoption of rOpps Q2 review rate § pitch rate

® Detailed |oint buy/ssll close the gap plan (EMEA)

@ Serviceability: QTech Bread & Butter project to drive CPD
Product @ Achieve feature parity through Makegoods, Custom Creatives support. improved workfiow and access 10 premium video Inventory

P Showcase PG value in DV3AD L Launch Adv. Freq

PG Q2 SteerCo
Deals offsite

Hypothesis of “why is PG not growing”’:

a) Cannibalization -> looking at global numbers it is inconclusive. However,

anecdotal feedback of the new york times transferring OA into pg for EMEA users

due to GDPR. If cannibalization is happening it is in specific pockets of inventory.
Analysis: distribution of PG CPMs, if closer to OA CPMs could conclude
certain amount of cannibalization happening

b) Product readiness -> “unless adv can buy all direct through PG they will not
move”

- custom creatives just launched

- DVC can be approved on a partner by partner level (to confirm by eow by
should be the case)

- rich media support and discovery - is this one left and preventing the move
of budgets?

- serviceability -> has gotten better but still issue

c) Org dynamics with agencies -> asymmetry of information, if value exists this
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should be solved.

d) Lack of value -> flexible pricing (pubs asked by advs to lower the pricing)
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Deep Dive: Apps
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Deep Dive Discussion: Apps

Apps is one of the key levers of sell side growth expected to reach ~8B (41% y/y) by the end of 2019; Gaming
specifically is forecasted to reach $3.2508B (47% y/y).

Sell side:

® When AdMob or AdManger is the mediation platform, Google demand has fair access to inventory and Is optimally
positioned to win. What strategies are you focusing on to grow the revenue on piastform from 28%? What challenges
and learnings have there been so far? As it relates to larger apps with proprietary ad servers, has Ad Connector
(Yavin) proven to be an option to gain access to the pubs inventory?

Buy side:

® -19%of Google Ads (non-UAC) and ~13% of DV3 spend falls to our app network. With a $§15-25b addressable
opportunity, and growing user time in apps, what are your plans to increase spend on apps inventory from non-UAC
demand?

* We sre exciuding UAC from this discussion as the sales teams are unabie o sction incressed network spend via UAC,
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Apps Platform adoption at 28% against ytd goal of 30%

Mediation Types - Q/Q Change in % of Total Sales Activation Plan
® 10% success rate over 1B+ ARR in platform pr VeCls.
Usibnonis On-Platform Wl o L v ML
21.4% (1.8 ppt Q) {1 7% (+1.4 pot QA ® Closely managing deep list of pipeline by region (iink).
mﬁ?" P, ® Limited platform adoption w/ Deal Program: Playdots/
OneSoftlive (of of 32 pr s).
MoPub Other On-Plattorm "'}E_S ‘ ive (o 2 prospec j.. -
A% (0.2 st OO 1.6% 0.3 et B0 @ Achieving target dependent on driving ﬁigmfn:amt

uplift in publisher revenue with Open Bidding &
3rd Party commercialization.
38 5% (4.1 ppt QO L .
O OB ramping to GA: 16 partners live on OB, of

% of GP Revenue On-Platform which 7 live with FAN; 8% avg. upliftin 5 A/B
tests with OB; Challenges w/ FAN approving
partners with existing RTB integration now
resolved.

Challenges
® New feature: Competitors introduced LTV reporting
to attract partners with UA: AdMob expected in Q4.
® New competitor: MAX introducing additional deals to
Q418 Q119 Q219 QN9 Q419 Q120 Q220 Q320 Q420 smaller partners, setting a higher bar on Ad Ops &
b YTD Rev on platform at 28% 4 Tech Support.
o BR=b
Google

90 days Timeframe: March S - Jure 2, 2019; Sources: (2 Proguct GAS and

EMEA pipeline source:
https://docs.google.com/spreadsheets/d/1PmMH2eNjFupk8JtJZgKGektRKeOWmO7i
LuYmft34 1o/edit#gid=0

APAC pipeline source:
https://docs.google.com/spreadsheets/d/135r7uzEDinbK8HHZFUrg515_yE80OmI499V
wiWVvNAStw/edit?ts=5cebad497#qid=639338210

NA pipeline source: hitps://docs.google.com/spreadsheets/d/1YEIGDB Ld Ui54T-

S5elgsQ7H1Sm7sUoyh9l4iR|BCcY/edit#gid=0
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Maijority of Sell side Apps Revs from UAC and Google Ads

Revs % over
Source ahead
(yly) total Pian
UAC 627 M 30% UAC growing at ~51% but most of the growthbeing captured by Youtube (29% of total UAC
(17%yiy) growing at 63% y/y) and non-apps GON (23% of total UAC growing at 91% yiy).
i \ 1) Removed opt-out option "goldmine” (Increased share of apps revs from 26% 1o 33% and
Focus of Discussion of budget available to app from 58% 1o 82%),
2) Investigating performance fixes to mCPC and eCPC bid strategies to remove throttiing.
GoogleAds  720M 45% 3) Investigating deprecation of 'Games’ content exclusion (applies exclusively to mb
4) Investigating deprecation or migration of App Categories.
5) Launched initiatives to improve quality of traffic in App (App-First Formats and Targeting
modeis).
Aggressively drive app opt-in (currently at ~50%; goal of 60% Liswithin each NAL)as
DV340 143 M 9% observed correlation with revs increase. Focus on extending web campaigns into App (not
(82% yiv) 8pp Promo)
3P Buvers 122M Additional Exchange onboarding focused on app-heavy sources that materially improveour
o s < 7% access 10 inventory and Incremental demand; bid denormalization and additional app-first
+ Others (-19%yly) o) > 3 , .
B . formats (Rewarded, Native) are anticipated later this quarter
1611 M () '
TOTAL Slower growth than forecasted (41% yly)

(24% yly)

0 gays Timeframe: March S - June 2. 201W. Sowte: 90 mobiEapioied youd (modied faere): {*) gifference with SF number presented on shide 7 due to fioating FX finstead of yestly h
fixed),

HIGHLY CONFIDENTIAL

UAC - UAC 101
Agnostic and most of the growth has landed in youtube - is there any product
development missing on the sell side?

Google ads - Plan ahead:

1) Completed the apps control deprecation in January. This increased share of GDA apps
revenue from 26% to 33% and increased % of GDA budget available to app from 58% to
82%. - goldmine

2) Currently investigating performance fixes to mCPC and eCPC in order to remove
throttling on those bid strategies.

3) Investigating deprecation of '‘Games' content exclusion (applies exclusively to mobile
games).

4) Investigating deprecation or migration of App Categories.

5) Kicked off initiatives to improve quality of traffic for GDA in App via App-First Formats
and App-First Targeting models.

DV360 app strategy & activation plan.
3P -

Network Bidding pipeline -
https://docs.google.com/spreadsheets/d/104_dm7vidnGXwrChlUyInXHZIVkdxGsCJZedM
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Bid Flattening Comms doc-

https://docs.google.com/document/d/1TpgsmQBwXxaFkOwa3Hgwko-
LMy8HXyYGoB8PGsBzmnA/edit
Rewarded Video comms doc - https://docs.google.com/document/d/1CMR_UF-

IsvTnB1omKOTuWPa9bKfYKnJ7loKgPxZS_xE/edit

regarding native - checking on timing with Eng. On FAN:
https://docs.google.com/document/d/1g8Hi9BHQtmSJenlZicFriNrQts5aSVrN9WS9hvioJn4
E/edit?ts=5ccb1b93
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Top Product Asks
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Status of Top Product Asks from Sales

Tesred Googe Demo Audience on 7 pubs a8

Orgralpian 10 e Demo wEn AfTney and Burch 10 201Ul ok stratege puDe st 20N evenare. Q1179
PG A Google Auence (Damo, Affinty) n PG Fecert fesdback has caused Ut 10 pivot o only lurch for Diemesy 25 3 s88-sde faatusrs o TRD Disney
Svakate photing 1o & buy-tids fegture Jvatabie 1o 3l pubsbuyers
H =
. ‘:ﬂgmm;“,t’ ‘n' ;,":“"’ b Makegoods (dsayed fromH ') Duyer hosTad Creatives are on the IH 19 roadmao M9 Global
EE n GA for CFF premium (web & app) Since B8 uDdals r-sireamvoeo nas abg GAsd. Sales s
8 Exchange BEddng (0RX( stil asking for EB 10 be extended to af of Smal Busness (Ad Manager) Curmently only certain 24 Global
Smad Buyness oubs have been whitslsted Pians for ful Smad Business rod-out ane unciear
Open Bidding [EB-NEon AdMab) ransaaing with 4 exchanges, 4 networkcen¥ed Lihve 20
Oper H®
€8 A Cpen Biding (AdMad) i testrg. FB s being prioriized but other demand 13mps o Sower than expecied 2 b
Sgred & App retwork partners nciuding FE Takong ionger 1o et DuDs ive Tran expecied issuss
with SIMBA hove been fgoed and sre beng worked on. Work wah Jed Bue s berng
A Network Bxadng (DRX & AdMob) prortizediaccsieratad Nead Datter drection from orotuct On whether networks Surmently eHW Ghobal
serving a5 Autrorzed Buyers wil have simiar 3ccess opporunities 33 Network Bdders
A DAl for Linear TV - irear addrassabie . ’ G2 ® -
ahTot MXIn G2, K | for20
" sofrifor TV d R Launcned with Total Play (MX) n G279, 2 aogmonat POCs in progress for 2020 urcn Beta oo
| PAL Guncred onwed 105, Android. Androd TV Fire TV, tvOS and & supported across -85% of
aam . T - 19
Unstrosn) ;?'“L:*S Cals/ Programmatc visen 3d mpressions (s of Anr19). OAPAPD supoort on CTV devices st TBD and 310p fi_, Global
SNy priariey for Product £ Spam torssoe n 2H'W -
B Higher Natve CPMa va Video MedaView 10 reduce fiction to be enforcedas of 524179, Ongong experments reganding G319 Global
IMOrOvementy i piatform effects of Natwve performance 10 De compiesed Sy ECQO2
e B Basr practices for native liatys tempiies L unched md G2, designed o heip publshers Choose suggested
z u;ﬂr = i 'r d mplamertations, In progress of bulding an effort 1o commercaios Natve Dev Wonshop (desgn  O4 '8 Giooal
PVIDRI RIS A5 S . | service) o global WATT accounts
N - ”“"“H:ﬂ““ ‘:::::" . Playabie demand - G4 GA ongoing opmizations of TrueView demand video CTD demand c4t®  Giobal
B Rewarded SDK AP ubdats Eratik Rewarded AP 10 prefetch multicss 2048 amutanasuily. in Siotad beta GA mowad o O G2 Glabad
Leoswtsy Brorez > > - 7 P = o
A lwpn Mg B PSS emitrg Dereg .r_"w" .;nmrm = mm-*‘z:‘m
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[Apps/PG] BFM Overview (06/12/2019)
TL,DR: Sell-side BFM (6/24) with the goal of ensuring strong collaboration across buy-sell. Two deep dive
topics: 1) PG - behind goal (80% of target) - discussion on how buy and sell sides are collaborating in market
to drive shift in reservations fromtags to PG; 2) Apps - sell-side behind goal (30% y/y vs goal of 41%)
discussion on how to accelerate platform adoption and drive non-UAC demand.
Highlights & key call outs: For GTM Leads:
e Penetration Metrics: (1) What is potentially controversial that GTM Leads should be aware of?
= Web breadth at 85% in LPS e PG value prop relative to price points is not clear for adv/pubs,
= Apps highly competitive (32% resulting in slow adoption. Coordinated efforts to push PG across
OPG) buy/sell required.
> Good progress on video at 53% e Apps platform adoption growth is slow in face of competitive
e Product adoption metrics: environment. Driving AdMob platform flips remains a sell-side sales
> PG: Revenue growth sufficient, priority, even as we await delivery of Open Bidding with FAN demand.
but depth metric (PG imps as % of Little progress done with top app players via demand-product (with
total reservations imps) lagging possible need 1o tweak product/policy).
as tag reservations continue to (i) What would vou like GTM Leads to provide input on specifically?
Qrow. ¢ Prepare senior sales stakeholders for discussion on coordinated
= Exch. Bidding and Gaming cross functional regional plans to increase apps spend (buy) and
breadth growing strongly. platform adoption (sell side) and push flip of tags 10 PG (buy/sell).
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Sell-Side Revenue Metrics: C/T and M split

Google Network CT Web
March § - June 2 Rev  RevYoy

LPS-AMS §2459 1% £,
LPS-EMEA $1593 (3% (11
APAC

LPS - $380 0% ™
OPG-AMS 53069 % h

OPG-EMEA §2943 % SN
OPG - APAC §1262 1Y
oPG  §7278 1% %

Google Network Video
Premium Instream
. ey Only
$10258 N . 1o (159 £ 8837 - N S LY
$1079 40% 0 S484 % 337 %

103%
$579 27% 11 81375 26N 0N 23 % s
§3524 15% 1 82349 6% 2 $3iro 38% S6%
40% 12 4% . S240 NN s
33N

Maimcd gae Mo & 1o e ) 2015 - 50 dpyt o s ol tom Treme |3 33710 058 20y Dompaed 10 pReviiul yew
ZELL-SHF = a meporal Vs - morasrors) the SpionT Al ety O mErages
Video eciudes arirsam Ondy (AQK Video A Geegz AFY AFD vec ‘ol Ouisrease molpoes pnoe e gl Agseass et dpps (AZX dpps 4o0mct

AFS + AFD
Rev Rev YoY
$431.8 TS
$1650 -4
$322 ™
§235s 7%
$529 20%
$102 2%
$86.6 0%

Yoy

“25%

4%

Froww iy « ©o~bize g

fach lo ~ain

tlide

Total Sell Side Revenue

MO Im
Rev Rev YoY p

Ya¥

$1,055 " 1™

$514 10% 1

$273 ™

$955 125 %
$1.114 2% o
§1.048 2m :
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. . ™ Back lo main
Sell-Side Revenue Metrics: Video Instream + Outstream s
[ Oy ] W ]  Semh
Google Network Web Google Network App  So09le Network Video - AFS + AFD Fotal Sell Side Revenue
March § - June 2 Rev RevYo¥ MOYor Rev RevYoy | °  Rev RevYoY MOYoY Rev RevYoY 0o Rev Revvoy = "
LPS-AMS  $425 12% 6% $78  17% 9% S$11B0 7SR 9% $4338 7% 25 $1088 8% 0%
LPS - EMEA $264 18% . S44 95% L/ 13 1% 00 $1650 -4 a0 $s14 1w
LPS - APAC $95 9% A% $112 A31% 9% 8337 0 21% 17N $322 1% i $273 11N 14N
OPG - AMS 5649 s \ 5161 19% &% 121 35% " $235 17% IS $955 12% z o |
OPG - EMEA 5618 19% 14% 257 36% 9% 81864 62% 45% §529 20% 2 $1.114 29% 14%
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when format is not video

FEVEMNLES DISTRBUTION

—

Rgimcd gae Mar & 12 e ) 2015 - 50 det botd gyt mcikged tom Treme (W) d371) 958 80y Dorpasd 0
ZELL-SHOF = o reponad Vers - ripretisiey ey ponl aRery Syenlsy o saesged
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(AZX Video + AFV « AdX »
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How is Sell-Side Revenue distributed across inventory

March § - June 2
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Appendix - Penetration and Product
adoption metrics
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Sell-side BFM Metrics - 2019 View

FPenstration metncs

Product Adoption metncs

“See More”
(lmprove Demand Access)

“Gain Access”
(Grow Inventory Access)

Drive Platdormn Adoption

Drive Shift To Programmatic

Vieb & -
H Web levs cn
e o PG (85.88)
($11.2B) o of oubs
= A % Apps %of a :::bii Games ‘
@ bru::ﬂ\ Revs on p“!;:”""! . [Breadth] monetization
platform business tha [Greadth]
I .
{h:;?::m Video % Video M?E;:E o Nea on % high viewable '
Instream Revs on ' in\_rantqry
breadth platform *F'Ep"’ ——

Deep dves
p
(Buy-sell coordmation)

“Win More”

(lmprove Demand

Competitiveness)

ESTABLISHED
Defend
monetization
and platform
access

E Gl

Gain
monetization

access and flip

to on platform

G |E : l‘-‘gnetr:mr'_ Metne based on estrmatons (thes &, nal direclly pulied rﬁrnﬁgh A :.'ue-r: " -’.':::-x"n_gle_ Ly iiemfi' elie %o : &« =hasco frr.::-if_‘ﬂf"ﬁ
"IE8 metrc 10 be changed 1o Depth n Q2. (™) Vided nslream see rate 10 be changed to ahare of hagh view bty mg in Q2 (not identicai) GP OXR
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Penetration Metrics Definition

Metric

Scope

Froww iy « ©o~bize g

fash lp main

VIDEQ INSTREAM (Web only)

BB weo 0rp Penetration

Google App Mediation

a DEP Video Penetration

(Agmob or DRX)
¥ Jomains
with DFP tag or ® apps
sdsensenardcoded S, MESTIRINS  wmGoogemedatonor ASTOMANIIGRS IS L domane i ADCVdeo e
of Yavin o) iy 100% Google demand ot S tion DFP““ served through DFP
implementation Yavin implementation
AdX-Video revs
# domains AdX and Adsenserevs # total 3pps AQmob and AQX-AppS revs # total domains ador

addr running ads

Definedlist covering 67% ol addressable domans
running ads

In order 1o be considered in DFP or adsense
hardcodedthe threshold appliedis 1000 Adx or

agsense imps/quanter

o Listof domains on scope updated every quarter
but yly computed comparing againet same list

e Yaan prospects considered

e All adsense 15 eithernarocoded orthrough DFP as
adsense through 3F cannot be served (TBC)

e Adx Revs frompassbacksincluded on plalform”

LIRS = =
R
o — .

adar running ads

i 2™

Defined list covering 67% of addressable market by
downloads with ads, WAL ar Google revenue (12K«
apps)

In ordes to be consideradin admob mediation the
threshold appliedis 1000 impsiquanter through
admob mediation in apps. simiartyfor anapp to be
considgered monetizing with Google the threshold
appliedis 1000 impsiguarter through admob)

e Listof apps on scope updated every quarer but
yy computed comparing againstsame list

e Yavin prospects considered

running vidéo insteam ads

- e A=l N - tO b

Definedlist coverng outlier domains plustne
remaining top 67% of addressable domansin
terms of 1olal vidéo playbacks of each region
Outliers are domains that alone concentrate more
than 1% of video playbacks in a region

in order o be considered as using Adx-Yideo
{numerator) the threshold applied is 1000 Ads-
Video Imps wa DFP per quarter

e Listof domains on scope updated every quarter
but yy computed comparmng against same list

e Only covers vdeo instream served onweb (apps
not included due to methodology not ready)

e Yavin prospeds considerad

2018 priority OKRs to drive platform access: (70+ flips from Top 1000 pubs; 1000+ SoV

optimizations) - OPG only OKR
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Web - Addressable web market growth accelerated in Q1. Competed and
Won querles grew faster than total accessed queries

Market Insights

-1[| ¥yl

22.4%
[+0.7pts]

Mt Opply

9825

1.3.4pts) 85.0%

[+2.6pts]

Addbie®

| & o
Running ads

Mriket cpportunity. all regins » O%. APAC at 14% yy Assen
The addressable (wth ads) web market is estmated to have accelerated in
Q1, available queries grew at 7.8% yly («4ppt g/a)

Google accessed queries grew at 4% yly (-3ppt g/q). Main drivers were
US/CA AFC guery decline and AdX HC inventory transitioning to the
platform). Total queries on Google Ad Manager grew by 7%, AFC/AdX
hardc oded queries declined 4% y/y

AFC/AdX seen and won queries continued to grow faster than accessed
gueries driven by improved inventory access via Ad Manager and stable win
rates: % of Ad Manager queries where AFC/AdX had a chance to compete
(See). grew to 76.0% of total queries y/y (+5.0 pts yly)

SROTEIAIDEE, aFTred T AR T SUUTeTDh CEe MOL 0 MOCTWILIDE v Googn Duoil Saee Wetm YR Do0R0eOm W NOT maecSoen,

roLces T aoiwAESe TG
——

0w e cwe Owerdt Searw of VSR TePOODRgY S0

13% 80 SOTUIIDN Flgt Vites SOCETERC i TN OOTAP BTOOTOACIOR GUAY "0 GRRGET) TGO PV 0T $0We AME riowtes
&2 ETus Ter M Ao OTars

‘1'-

4365

[+0.7pts]

'E‘aur ey

Continue to focus on Platform Depth through BAU
optimizations & Off platform Yavin deals.

Hevenue

Growth initistives

PG growth continues +80% yfy but behind aggressive target
Performance below target driven by buy-side wealness - need
to drive narrative with LCS Advertisers & their Agencies
Exchange Bidding breath is on target at 61%. with nearly all
eligible accounts now onboarded - need to considerwhat's
next to drive further growth here

Adoption progresses on AMP however still not parity of
performance on reservation AMF traffic - needto improve
here

in general, good adoption of existing initiatives; looking
towards new features for future growth here

GDPR impact still unclear on H2: however e:pe:unghew
due to proactive consent enforcements [s200Mm nl.k]

Sandra

Source: https://docs.google.com/spreadsheets/d/1 T9vyRhe59E SVB3wm51EONBL-

zaY1zRIfFIwRJOtfqgU/edit#qid=881369511
Explaining Chart
1

Mkt Oppty = all traffic w/ assumption on #ads/page based on historic ratios

2. Add'ble = Excluding FB, porn, etc.

3. Access = On our platform (AdSense or DRX)
4. See =We compete (so primarily excluding direct (ETC =)

S. Win = Won impressions.

Q119 supporting notes:

© driven by PV growth in APAC and AMP sites (ampproject.org)

® APAC growth in addressable market concentrated in some sites: pixiv.net,
livedoor.jp, syosetu.com, rakuten.co.jp (Japan), tribunnews.com (SEA)

® Domain ampproject.org drives 3.5ppt of the 7.8% y/y growth of addressable
market. That domain consolidates queries from AMP sites

® Top gainers / losers (avito.ru, Dailymail.co.uk, coolmath-games.com) on
access share (access share defined as the % of estimated ad impressions

that Google accesses either via DRX or AFC)

Notes from Tim on Header Bidding:
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HB's share of overall Ad Manager impressions is stable - in or around the 7 to 8% of
overall impressions served mark. NA still has the largest penetration although is
actually in decline.

Amazon are still the biggest grower, and Rubicon are making efforts to step up their
HB game, but all in all we're at a comfortable point when it comes to HB. We expect
some movements once we fully migrate to 1P and UPRs from late July.

Q418 supporting notes:
® Addressable market growth accelerated vs. Q3'18: we have only seen
acceleration in APAC - driven by Japan and somewhat concentrated (see list
of top 100 sites -
https://docs.google.com/spreadsheets/d/1B1S9xYbPNWXFD6TIFHVIAWW S4
gUykXOo-MsufBUQ4so/edit#gid=0) This is to some extent correlated with
AFC/AdX web query acceleration seen in Japan in Q4'18

Total DFP web queries grew a little under 11% Y/Y, with all regions growing more
than 6% and APAC and LATAM growing the fastest. The main driver of total query
growth was on queries where AdX competed (16% Y/Y), while non-competed-for
queries grew around 1% Y/Y. For AdX competed queries, growth was driven by OA
(contributing to 55% of the growth), followed by Third Party EB (18%). Third Party EB
and PG were the fastest growing, both above 100% Y/Y. Within AdX OA, about 36%
of the competed-for queries were EB eligible in Q4 2018 versus 16% in Q4 2017.

PG
e Programmatic G'Teed: 81% y/y growth, but trailing aggressive target.

Performance below target driven by buy-side weakness (a few large auto
clients slowing down PG spend)

o  Globally the partnerships teams are working with buy-side counter
parts to activate use of pipes from large buyers/agencies. |If demand
does not ramp, pubs will have less incentive to move inventory into this
deal type, so working closely with buy-side.

O Additional resource from us not unlocking more, need to drive the
narrative with LCS Advertisers and/or their Agencies

AMP
B AMP revenue parity split between OA and Reservations. Ads revenue
on AMP in OA enviroment exceeds that of non-AMP, while reservation
revenue on AMP pages are roughly half that of a non-AMP page

m OPG teams also have specific OKR to increase the % of ads queries
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that originate from AMP pages
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Apps - Healthy growth in Google's SDK footprint; Revenue on-platform
remained stable as expected

R BFM Breadith
metiie

4567 / 12604 o
£67 / 12,60 27NN

_ 2.

12,604 |+0 2pts a/a)
Top X Apps : Revenue
Representing 67%+ 100 : i_i:ihgr.;
of ads marke? inQ1 Q1. _201%
2019 +0.3% 0/g

Total Top X Apps Addble Apps’ Using Google SOK* Google Platform®

Market Insights Growth initiatives
s Revenue on-platform has remained static O/C as expected. stable at 28%:
Google SDK rint with 73 0% of addressable via AdMob/ AdX
1'm1.mwu?mmwmwmmmmmw progress on the product side has been in anboarding 5 partners on OB with
Scaiabi it st melﬂ:;mh;m inpi;:nlmfmr;;}oﬂudﬁmnfmtglﬂ
: P bringing PRSI top developers, ng Marketing focus on orms namative for
2
. rﬂw;ﬁij;"r 0.2 ve laat quanar. More detalie on - Partners continue to use the Google SDK allowing us access to inventory,
Gaming Revenue OIS with ISO acquiring 97 new partners in Q1 valued at $3.4m captured in-

quarter. High value formats drove CPMincreases but mitigated by low

Closed at 95% of target. siower than expected January while February and March DI S ORI S (NS |
were on target. Slow January attributed to slowdown in hypercasual growth, UAC ., Win-Rate declined Q/Q by 1pp. slightly greater than expected in terms of
top advertiser spend decline. and the delay of Goldmine's launch. seasonal decline; there were further Policy launches, including AdMob
throttling, Out-of -Context interstitial enforcement and App Venification,
atgowpnale =) defred e feewtoE s T ST WY B3 Y Y Bt Tt By noge Serl W ey T np sddremuse deewogery ey GG#E

*deeyg s tvwwtr o of OO0 s e o rremaa v Fter o Fese —amem vl kg
" roalts NES ST TP ER wrd t vel -0 Y B AT iy s el e e FE i e gvveef tf ¢ 00 ~el gl Sgrrmces S parnte 23 = ST P

Zach

Revenue:
https://dasnav.corp.google.com/dnskv23s/#chart type=bar chart&dimensions=quota

_groduct:()&disg!ax type=bar display&end=2019-04-
01T00:00:00&granularity=day&growth=true&page=attainment&shift=P1Y&start=2019

-01-01T00:00:00&view=default
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Instream Video - estimate to access 44% of current addressable oppty on
Web. Won queries grew 18% y/y (+épp q/q) despite continued win rate
35687 51102
decline 2 . (414 4% ¥
gorreer) eCPM: 85,1
, : Access Rate S R"_':F‘:;f‘;"r'“ WR: 11,43 -
imipr esuons dpts Y7Y
Billions, Q1 2019 0% Revenue
“"_'."f:‘"-ir"i? 21 190 8 Millioes, Q1 2019
.rﬂ "ur +59 1% v/y wel-only
- '\ ¥ |‘
Mkt Oppty Andie Access
Market Insights Growth initiatives
®  Potential opportunity size: estimated 3.7T video ad impressions in Aoosm ®  Deals: Tracking top video prospects with global pipeline.
Q119 globally (+22% g/q). 22% of which are in addressable domains: ®  Project Honeycomb: (Impact +$14M annual): reducing
®  Non-addressabie potential opportunity is composed mainly of YT (36%), VAST errors by identifying video implementation problems.
FB (34%) and Adult content sites (10%): Leads listcompleted and uploaded to rOpps shortly
® Impressions we have Access to grew 51% Y/Y and now sccount for =
448% of Addressable e @  Signals : 1) Educate partners on importance of key signals:
O ST oo o SR GRSt o Ty 2 improveintsmal bty with dashcard Oy 9
queries. despite win rate decline of 4pp ylyto 11.4%. oo l:ﬂmwmd:lmF : ing June)
PR e ve ® Project Liftoff: gTech to continue to drive key
SD-CRY; SIRAIg Suyou quisiis 09 Adk APPS S5 CTV SRR Avito Aiitiars optimizations including: fixing Auction Eligibeity lssues via
mpu-rw:nm 100% m-;m“-:nﬂﬂamrm mm:m:rt Fr.eN Ad Duration Settings, AdX Line items and Pricing Rules /
Fstagam 358, Netfia § Frimevicea 0%, News atex S0%. Other Wed. 55%. 2206 on Ihe medien of mufmmmmmmichmtimw
SItrmates from A rEDONCENtL ASCESE INCLOSE ON BNd Off DETTONTR FUR JECK e s MAOre OF Tttt from counting towards revenue /etc
Julie

- dark blue are current opp - assume monetization rate under 100% (level we think
there is today based on todays mont rates which is an estimate)

- lite blue if all domains were monetizing at their full potential (ie all video playbacks
have 1 ad) - lite blue = mont 100%

- access is everything that goes through platform (GAM) or adx

- see is what we compete for

For performance section:

Top line from go/gpnav* (same results as in zember@ trix) & last QBR. Next two bullets from
this dasnav view & data here.

Commentary on top video partners -

e For CBS Interactive it was all about Q4 PG spend when looking at video growth...PG
grew from $1.4M in Q3 to $5.1M in Q4 2018. And when looking at y/y for Q4...PG
again grew from $1.7M in Q4 2017 to $5.1M in Q4 2018.

e Pandora: Launched programmatic video support to GA in June 2018 and really scaled
in Q3 and Q4 of this year, with PG Video being the main driver of growth.

e  Spotify. Similar to CBS, the core of Spotify's video growth was centered around
doubling down on PG video. They also launched PG Audio in Q4, which generally gets
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lumped into their video numbers.
e Warner Media:

o  Turner leveraging PG through Direct VAST Calls - PG revenue increased from
S$600k in Q3 to $2.5 MM in Q4 and saw strong YoY growth as well from S50k
in Q4 2017.

o  Seasonality for The CW. CW airs new content in Q4 (their shows are in hiatus
all of Q3 and we don't see much activity). CW recorded strong YoY growth in
Q4 led by PG. PG grew 600% YoY in Q4 from $150k in 2017 to $1.1 MM in
2018.

Draft for Bruno: XY% of the potentially addressable impressions opportunity sits on domains not
considered “premium” (not broadcasters like X, Y and Z)
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Breact metric frepdth metix {megitted;
an e Yo (pes) an Yo (pta)
A fdomains B # domalns WA Breacth Aonl o evpafrom B esz adivps from  IVA Breach (ot
i and w/GFPlag  Breatth (ppt st and runwng  domaine w/ GFP tag, Bty T
rumnng ads AFC or Yowm (2] change) #h cormams () AIT ot Yo (N) n
BR n m (23 ) 0o ;| 13 5% "W 42
(] M4 n 74 L CA b 3 741 2%
us in ne L3 o3 us ¥ LY 1 11 14
LPS AMS [T “ns L1 (X} LPS AMS 1208 1,081 139 24
paACH né am L2 23 DACH 2 161 " a%
m ™ n T s e LY i (T3 40
UnIE a 4% L1 1Y 00 s 15 148 L i
LPS EMEA e m " 14 LPS EMEA 1.0%0 1o "L 1.8
AUN2 0 1 ™ 13 AVNZ 11 u A 13
o L ¥ 58 LY 17 » 512 e L)Y L1
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Penetration metrics - Video Weighted Breadth

NON Weighted (as per main slide)
Breadth metric
Qe Yo (pts)
A: # top 2/ leds
domainy addr WA
and running Breadth  Breadth (ppt
ads ) change|

LPS AMS 54 TN 58
LPS NA 1n 0% 61 LPS AMS
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LPS EMEA 176 7% 14 LIPS LATAM
LPS APAC 8 s0% 7.9 LPS EMEA
WPSTOIL 9% " LPS APAC
LPS TOTAL
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OPG TOTAL 753 o 143 v tesniay
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Penetration metrics - Rev on platform
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Penetration metrics - Country view
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Penetration metrics - Regional view
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Display/Video Product Adoption Metrics Definition |

Program
Guaranteed

(PG)

Exchange
Bidding
(EB)

-a ming

“See More

apps

Video
instream

Metric Definition

£ PG matched quenes

—

# Direct sales and PG matched guenes in DFP of the partnes

who have sened at least one PG impresswon

# Indrect! matched quenes served in UFP Dy partners enabled in EB

# Indivect matched quenas served by DFP

DAL of gaming apps in Android Play serving ads through
Admob or AdMlanager

DAL of all garming apps in Android Play

\'-Ideﬂ I Sfréarﬁ g n &‘jlh"\!:'-‘j?f‘ it h 'qlE'-‘-Eﬁ‘llil‘. s E*Gﬁg

All vdeo instream g un AdX-\Video

Ideal value

R0
o 9

100%

B0 - 100%

Notes

Remamning 20% are
formats not 2-adable

(eg skins

DFP 58 s initially not EB
target although enabled

as excaption

i

-’3:-.17’:9 we are relymng on

Androwd Play data. DAU revs (47% yiy)
gdata can only be shown In

aggregated

R i5 expeciad 1o always B80% y/y growth of
have some low vewabdity inventory with

inventory (can polentially

be sold via DV360)

GP OKR =

y s -

5 100% pamners
enabled

23 2508 Gaming

. e u =809
newability =>80%
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Product Adoption Metrics - Regional View
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Product Adoption Metrics - OPG Tiering
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Appendix - Deep Dive Apps
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Apps Platform adoption

Rev. on Sales Top Pipeline
platform Platform depth # of targets Opportunity Testing Flipped
All $335.8M 27.74% 103 1710 32 16
OPG AMR $37.8M 22 66% 30 2680 10 3
OPG EMEA $97 TM 20 .06% 33 553 15 3
OPG APAC $1656M 28 26% 40 877 7 g
Google

EMEA pipeline source:
https://docs.google.com/spreadsheets/d/1PmMH2eNjFupk8JtJZgKGektRKeOWmOYi
LuYmft34 1o/edit#gid=0

APAC pipeline source:
https://docs.google.com/spreadsheets/d/135r7uzEDinbK8HHZFUrg515_yE8OmI499V
wiWVvNAStw/edit?ts=5cebad497#qid=639338210

NA pipeline source: https://docs.google.com/spreadsheets/d/1YEIGDB Ld Ui54T-

5elgsQ7H1Sm7sUoyh9l4iR|BCcY/edit#gid=0
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Appendix - Deep Dive PG
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PG share by inventory type
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Fryew iy « | a~bign g

PG share by Admanager cohort

i The new Admanager accounts
(less than 1 year) show lower
values of PG share (large
amounts of reservation

" inventory hit the denominator

while limited amount of PG).

As time progresses, the PG
- TEn—— y metric grows as the pub starts
o~ doing PG (value of the metric for
the admanager accounts that
5 have existed for more than 1
year shows a value of 4% by
June 2)

\oogie
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Paprw gy « Cenhowe s
PG share of top PG accounts
_Hﬂ—
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Cumulative PG Metric for Top Publishers . opess
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Fryew iy « | a=~fign g
Fio Bewnis 2 fiwy -y P P W0 Dy Lawael ¥ /P D1 uj ¥ Doy Fo Foaad™ e W Lgvll T gy WO Dy Fl P, Dhagmay WO
et -l e ("w) Vi T (Y Vibes Dy Dafa e Lwa Fapsey  Dwy Vi)
= Al s a3 i X 13 49% ¥ 02 [R5, 1R W nim v W Y
- DG WaArN - L 81 T3 43% N4 M aI™ M Wil DA 4% M L4l
» ENMLA MEY 43 bad N 153 &4 1 W 2T a MEBA 4 4 T A3
# Asvaric an M v LTS 1219 11914 I1am 1789% W2 Arem 4% v =
& APRE I = 112 4 4 AN L] 17T I YT TR 4w MY 5 a
LrE AN 47 ke ¥ - 10 S0 [ 30 i) RN A T 13 ML VY3 BMlin w32
(1Y ¥ Y N 44 a8l 12 88% 138 64 LR 55 Y MR - I = M 48
i APAD MM - 1783 M L. W] T s7ors. W ¥ratn 51 BTN =
N Y 79T a4 1284 .0 g Ta A4y eidy "% sadas T2 Mo Y
Note: Advertisers breadth (DV360 revenue for pubs with PG / Total DV360 revenue) at 63% (~1 8K adv)
Sourceat . LOoOgie
Advertiser Breadth

1,794 total PG advertisers on DV360
(Display) 1,325 PG advertisers
(Video) 927 PG advertisers

Below are revenue weighted breadth metrics, the EXACT calculation is DV360
revenue for pubs with PG / Total DV360 revenue
PG Breadth - 63%

Video - 54%

Display - 55%

Notes:
[ ]

This is NOT an apples to apples comparison to the Sell-Side Breadth metric
because it is looking at Dv360 revenue, not direct reservation stats from DCM
Video is video ads NOT instream video inventory, and Display is just display
ads on any environment
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Status of Additional Product Asks on PG from Sales

Frvprwanry « Lomfaneue

Committea
Not yet committed

Feature Parity with Reservations Feature creating exclusive PG value
Feature Buy/Sell/Both Timing Committed Feature Buy/Sel/Both Timing Commimed
Crestrve-level twgeting Sell HI  Launches Expose value-s30ea MEITCS N rEDOrENG SPOM, ' '
Post-bid brand asfety blocks Buy M2 VYes viewabiliry, 2wey fcap Botn HI  Yes
‘Makegooos gatn HI  Yes BranaUifrfoz PG Bom M1 Yes
CPM Soonsorsnips  Beh M2 N0 | PawinFreq Mansgement Buy H1  Yes
Rich megia « RM reporting Buy H2 tio PG with Jrc panty lists Buy H1  Launches
User roles Buy H2  No PAX a2 300 Bay Hl  Launches
Master/ companon seTo Both M2 Ne PG with Google Affinity and Demo asta _ Sell H1  Yes
Upfronta support Both HZ Mo Epose valueaades metrics inRepoming CCOFosp Buy MZ  Yes
MakeQrods with Bone |Moreas nns Both H2 No Bpose value-soded metrics in U1 spam viewabibty, 2-

- way feap Buy HZ  Yes
Non DFP Yideo mventory access Both 2 No
Workilow to prevent improper pausing of deal Both H2 Mo _m:—mszw: B H2 WO
CPD Spongorship for Authorized Buyers Sell H2 N ﬁ;ﬁjﬁ:”" :; :_‘: :
Custom Creatives (Dos+GA requests) Botn H2 No i =5 2 o
Features Improve Usability and Serviceability Publisher Profile improvements Se H2  Neo
Feature Buy/Sell/Both Timing Committed
Creative Configuration tnsperency Buy H1  Yes Features Building for Video Publishers and Broadcasters
DB RIS o oh 1N Featuse Buy/SellBoth  Timing Committed
Troubleshoste: improvemens, Buy H2  Yes | Praview / test crastvesbelore go-live sl Ml Yes
Pre-firght tesing Sell LY TV conzer tundles in markewplace Sell Hl  Yes
B P e NIy < ket improve qusiityof metadate in AdCrestieReview  Sell | M2 No
Prevent bad invemory targetng Buy H1 vea :
Prevent bad inventory targeting Buy H2 No woogie
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OA {20%)

04B

PG (10% DBM. 6.7% 3P)

|

Tag based (2%)

Cannibalization would be highly unlikely

Any budgets mowving rom OA to PG would be highly
unhikely due to the following reasons

e Efforts required to make and maintain direct
connections
= Deals sourcing PG requires a
salesforce

= Deals mg need to set up an order

for each PG vs one time set up for
OA

e  Supply and demand dynamics

= PG CPMS higher than OA and
hence targeting different advertiser

budgets

e Google’s GTM Strategy
= Ideal state for buyers is decisiomng

on every impression (hence tags -
> PG -> OA)

e Google's product Strategy

= Safety features only available only
on OA (as PG allows buyer/sell

freedom) 50
Confidennal and Propnetary
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Distribution of Adv Spend in Google |

Advertisers budgets in Google AdX and selling costs

Fee structure
On direct sales On PG
-0.08 DCM adsemanglee
-0.06 DCM adseningfee - 4% tech fee
+ D% cut on media spend + 131 2*D%cut on mediaspend(*)

+ F% Rebate on annual budget (paid by pub)

- 0086 DCM adseningfee
« D% cut on media spend
+ F% Rebate on annual budgel (paid by pub)

-0.06 DCM adsenvingfee

+ F% Rebate on annual budget (paid by pub)
+ G% DVIP discount paid by Google

-0.06 DCM adseningflee

- 4% tech fee

+ D% cut on media spend (**)

+ F% Rebate on annual budget (paid by pub)
+ G%DVIP discount paid by Google

-0.06 DCM adsenvinglee
- 4% tech fee

(") Anecdotal feedbackin APAC: Agencies fees can be 30-100% higherin PG (daiming operational compiexity of setting up the deals). Approach followed to avoid the extra
30%-100% extra mark up 10 aodvenisers. train the OpCo (Mindshare)to do the PG themselves instead of going through the Trading desk (Xaxs)

(**) SmallerMedium/Tech savy agencies - media planning and digital spend done Dy the same team $0no &xira mark up is charged (hypothesis tby but kept for simplification)
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